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I n t r o d u c t i o n
Lyrics and leadership have a lot in 
common. They both lift the spirits of 
the audience. They move people at a 
visceral level. They pose the big 
questions and present real answers – 
pure, potent, unadulterated. Raw, 
exciting energy with a sense of 
direction, taking you somewhere you 
really want to go. The best musicians 
like the best brands do so in an 
absolutely original way.

Now, let’s get InFocus up here on 
stage. It’s time to rock and roll!

Prelude

For those about to

we salute you

Purpose  Of  
Th e  Brand  Book
This lucky charm represents the 
distillation of strategic decisions made 
by executive leadership about our 
foundation for a vivid future. It 
showcases the InFocus brand – our 
character and culture, aspirations, 
market focus, positioning, personality 
and marketing communications. We 
put the spotlight on what makes this 
company compelling, authentic and 
inspiring to customers, partners and 
employees alike. The driving force for 
the brand strategy is what we can 
“own” in the marketplace along with 
greater clarity about the strongest 
reasons to believe and buy what we 
have to offer. The brand book spells 
out who we are, what we stand for 
and what that means to the competi-
tion we’re prepared to blow away! 

D e f i n i t i o n s
A Brand Is
• More than a name and logo, it’s 

the collective associations attached 
to the organization – at our best 
and worst! 

• Not a trendy manipulative tool, it’s 
a deep and relevant distillation of 
the authentic InFocus

• Not built overnight and can be 
destroyed in a day

• Constantly challenged – it doesn’t 
exist in a vacuum

Identity and Image
• Identity is what we say about 

ourselves
• Image is how we’re perceived
• Brand strategy increases the 

overlap between identity (message 
sent) and image (message received)

ROCK
For Those About to Rock (We Salute You) – AC/DC
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We roll tonight [We’re on tonight]

To the guitar bite

Yeah, yeah, oh

Stand up and be counted

For what you are about to receive

We are the dealers

We’ll give you everything you need

Hail, hail to the good times

‘Cause rock has got the right of way

We ain’t no legend, ain’t no cause

We’re just livin’ for today

For those about to rock, we salute you

For those about to rock, we salute you

We rock at dawn on the front line

Like a bolt right outta the blue

The sky’s alight with a guitar bite

Heads will roll and rock tonight

For those about to rock, we salute you

For those about to rock, we salute you

For those about to rock, we salute you

Yes we do

For those about to rock, we salute you

Oooh, salute!

Oooh, ooooh yeah
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The Structure
Brand architecture defines the 
relationship between the master 
brand, InFocus, and the products as 
well as the products to each other 
(the sibling connections). The brand 
architecture maps out the product 
philosophy. The way the products 
are organized and put forward in the 
market says a lot about how the 
company thinks and how attuned to 
the market environment it really is. 
The benefit of this definition is 
enhanced clarity for growth platforms 
and establishment of best practices.

Brand & Naming Architecture
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InFocus Master 
Brand Strategy 
(With One Exception)
Our brand strategy is hell bent on 
making the corporate brand mean 
more. So, we’re stripping away the 
individual product names and logos 
that represent diffusion and confusion; 
instead, we’re aggressively investing 
our dollars in InFocus. If our audience 
can only remember one thing, let it be 
the corporate name they can trust to 
continue bringing the “wow” factor to 
the shelf set, Web site or any other 
channel of choice. 

The only exception to this approach
is the entry of a hot, highly original, 
new product that breaks the mold. 
Think iPod or Sony Walkman before it, 
products that reinvented the category. 
When we can meet this level of 
criteria, we’ll consider creating a 
sub-brand. That sub-brand will be 
created with unique nomenclature 
and a separate identity (locked up 
with the InFocus logo) because there 
is a true competitive need to do so. 
The marketing budget to support a 
reasonable level of branding must 
be available too. 

P r o d u c t  
N a m i n g  S y s t e m
The big deal here is shifting the focus 
of the company from product features 
to emotional benefits. Why, you may 
ask? Because all decisions are 
emotional at the core. Playing the 
features and functionality game is a 
sure way to march further down the 
dark alley of commoditization. Being 
first is a mark of leadership and pride 
for us – a huge demonstration of our 
spirit of innovation. And yet, making 
excellent products is simply the cost 
of entry now. We don’t get a lot of 
extra credit or a price premium from 
consumers for that accomplishment. 
We must do more than that – an 
audacious InFocus brand full-up with 
emotional resonance is a better step 
in the right direction. 

To dial up the energy of the InFocus 
brand, we’re organizing the products 
based on the emotional benefits they 
deliver. Products previously desig-
nated for business or home will be 
segmented based on the power of 
presentation or the pleasure of 
entertainment. By emotional benefit, 
we’re talking about the primary reason 
to get excited about a product and 
buy it – the feeling they can expect to 
have when they use it. 

The names we’ve chosen for these 
two major categories of product 
include “Work Big” and “Play Big.” 
These names are the consumer 
friendly articulation of what the 
emotions of power and pleasure 
enable at work and at home. The 
products that fit in either of these 
categories include a universal prefix 
“in” for InFocus as well as a product 

number. Please see the diagram 
on the next page for more detail. 
The accessories have simple descrip-
tions (rather than brand names) as do 
the service programs.

Naming Usage
The names for the two product 
categories, Work Big and Play Big, 
will be used as two words with a 
space between the words and initial 
caps. Initial product references 
will include the category identifier, 
Work Big or Play Big followed by the 
product number (e.g., Work Big in10 
or Play Big in70). In second reference 
within a document, the abbreviation 
should include the “in” prefix followed 
by the product SKU number with no 
space between the prefix and the 
SKU number (e.g., in10, in20, in30 
and so forth).

He’s a victim of his own time

In his “vintage suit” and tie

He’s casualty dressed to the teeth

In the latest genocide

The new seasons come and go

At the dog and pony show

Gonna sit and beg and fetch the names

And fallow the dress codes

what’s in a NAME?...hey!

Fashion Victim – Green Day

Product Descriptors
To address the need for descriptive 
language about products, we’ve 
chosen to highlight the emotional 
benefit of the product that captures 
the strongest reason(s) to purchase 
that product. These descriptions 
express the brand voice. They are 
not product names. Here are a few 
examples of what we mean.

Baby Step Option 
in14 – Lighten the load 
in26 – Make it easy & save
in72 – Play more, pay less

Leap Frog Option
in14 – Frequent flyer
in26 – Simple set up, sure to please
in72 – Big fun, big value

Far Out Option
in14 – As portable as the jeans 
you’re wearing 
in26 – As easy as ordering pizza
in72 – As thrilling as front row seats 
at a rock concert
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I N F O C U S

InFocus is one of the largest producers of projection media  
equipment in the United States and internationally. The leadership  
and marketing team came to GIRVIN to explore and redefine their  
brand strategy and position in terms of marketing messages and  
hierarchy of textual content for their differing target market sectors.

GIRVIN engaged in a leadership BrandQuest, a collaborative exercise 
developed to engineer a new personality and expression for the marketing 
strategy. This ranged from a new writing style and voice, to a new visual 
language that created a refreshed marketing appeal to connect to target 
markets. New collateral messaging as well as site applications for the 
internet was developed during GIRVIN’s involvement.
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D e f i n i t i o n
A positioning statement is quite 
possibly the toughest single sentence 
a company will ever commit to paper 
and memory. And, it is one of the 
hardest working pieces of writing we 
will ever use. It is a critical success 
factor to any successful brand 
proposition. Bar none.

This statement is for internal purposes 
only. It is the fulcrum for all marketing 
communications. 

Brand Positioning

11

Think big, bold and undeniably 
delicious. Brand personality puts our 
vibe as a company right out there. 
Tells it straight, says it’s so. 

Brand Personality

13

Chord sequences building up to a hot 
guitar solo. A haunting prelude to the 
heart throbbing chorus of a rock 
anthem. BrandCode creates anticipa-
tion. It sets an expectation, then 
packs a wallop in hard core design. 
BrandCode encapsulates all verbal and 
visual elements of our brand. Those 
elements include the corporate name, 
product naming system, writing style, 
typography, color palette, photography 
style and other graphic devices.

BrandCode®

15

V i s u a l
The personality of the brand 
spring loads to life visually. With 
sass and seriousness, the visual 
elements offer us a bodacious tool- 
box – ripe and ready for the taking. 
The look, the feel, the sleek style 
and movement of this brand come 
into sharp focus through the distinc-
tive approach we choose, starting with 
how we use the graphic elements 
individually and then together. 
They play well and play hard 24/7.

14

I n F o c u s  Po s i t i o n i n g  S t a t e m e n t

P r o o f  Po i n t s
• Invented the category

• Superior technology

• Culture of innovation

• Global reach

• Manufacturing capability

• Customer service

• 18 years of exceptional product 
development

• Ease of use

• Commitment to creativity

• Awards and peer recognition

Vo i c e
Crank it up! The brand voice expresses 
the tone and manner of communica-
tion – the energy, style, attitude and 
level of intimacy with the audience. It 
is the brand personality in action, 
showing our lingual verve. 

The real us shouting out to the real  
world. Music made for all mankind. 
Conversational and confident, 
brimming with emotion — a larger 
than life take on it all.

Elevator Story
A colloquial term, an elevator story is 
a short description of what’s notewor-
thy and newsworthy – what’s distinc-
tive, appealing and memorable about 
our people, products and point of 
view. It speaks our culture and in a 
brand voice that rolls like liquid magic 
over the tongue. 

Remember your first rock concert? Vivid. Electrifying. 

Unforgettable. That’s the experience you can expect 

from InFocus, inventor and worldwide leader in 

digital projection technology and solutions. We 

create the tools that project and display larger-

than-life images from multiple sources, including 

presentations, movies and video games. You can 

get the big picture at work, home, school or any 

other stage of choice.

CONFIDENT
Expressive

Fresh
S t y l i s h

inventive 
mindset, 
taking 

technology 
further

imaginative 
ideas and 
execution

I n nova t i v e
self-assured 
with a bit of 

swagger

design
prowess

new and 
exciting, 
coveted

animated
and

articulate

For discerning presenters and entertainment enthusiasts, 

InFocus is the big picture solution provider that magnifies the 

emotional energy and impact of immersive audio-visual experiences.
With the lights out, it’s less dangerous

I feel stupid and contagious

Here we are now, entertain us

I like smoke and lightning

Heavy metal thunder

Racin’ with the wind

And the feelin’ that I’m under

Yeah Darlin’ go make it happen

Take the world in a love embrace

Fire all of your guns at once

And explode into space

Like a true nature’s child

We can climb so high

I never wanna die

Born to be wild

Born to be wild

See the world in green and blue

See China right in front of you

See the canyons broken by cloud

See the tuna fleets clearing the sea out

See the bedouin fires at night

See the oil fields at first light

See the bird with a leaf in her mouth

After the flood all the colours came out

It was a beautiful day

A beautiful day

Don’t let it get away

Here we are now, ENTERTAIN US
B o r n  t o  b e  W i l d  –  S t e p p e n w o l f

We were born, BORN TO BE WILD

B e a u t i f u l  D a y  –  U 2

after the flood all the colors came out

E l e m e n t s
The positioning statement includes 
three elements:

• Primary target audience (bull’s-eye)

• Category of competition (where the 
customer will place us comparatively)

• Strongest reason to believe and 
buy (speaks to customer motivation 
and emotional benefit)  

copyright © Bono Vox

Lyrics by Mars Bonfire copyright © MCA

S m e l l s  L i k e  T e e n  S p i r i t  –  N i r v a n a
copyright © Kurt Cobain
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S m e l l s  L i k e  T e e n  S p i r i t  –  N i r v a n a
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Visual Examples
Drop dead gorgeous! When you take 
the graphic elements and lay them out 
on sinuous spreads, the result is, well, 
breathtaking. Who knew we could 
look so good? These examples are just 
the start of our march to brand 
magnetism. We’ll be sporting some 
hot new outfits this season and 
beyond. We may even have to offer 
“whiplash insurance with purchase” 
since we’ll be busy turning heads 
from now to eternity. 

Playing Out the Code
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C u r t a i n
There is an anticipation that builds 
before a curtain is raised, an expecta-
tion that great things are about to 
happen. When it does rise, the payoff 
is immediate as the performance 
begins and the audience goes wild. 
The InFocus curtain represents that 
ultimate stage and carries with it all of 
the anticipation and excitement that 
goes along with experiencing the big 
picture. As a graphic framing device 
for content, it adds light and move-
ment to the brand and serves as a 
constant reminder that there is always 
a bigger, brighter, better picture 
waiting to be revealed. 

D o t  A c c e n t s
The dot accents are evocative of 
motion and technology yet feel human 
and organic. They should be used as 
accent elements in the following ways:
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Horizontal layout using
a portion of the curtain

Vertical layout using
the entire curtain

As containing shapes for photographs or to draw interest to an area
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Product Photography: So much of 
today’s electronics and technology 
photography features box-like 
products that have no real meaning to 
consumers. InFocus’ product photogra-
phy should look and feel uniquely 
familiar and undeniably appealing. By 
zooming in on features and forms that 
are organic in nature, it focuses on the 
intersection between humans and 
technology, attracting us to the 
product much like the curves of an 
expertly crafted guitar attracts 
today’s best musicians. 

Dotted and Solid Circles

Horizontal
and Vertical
Dotted and
Solid Lines

To denote
separation in
charts or in a
page layout

Curved
Dotted
Lines
Used as

a part of
the curtain

To show direction or point to an object to highlight it
Dotted Directional Arrows

layout using a portion of the 
yellow curtain as a background

Product Brochure PowerPoint Presentation Business PapersPackaging

layout using a portion of
the full color curtain with 

other elements

layout using the full color 
curtain with red extended

Thank you!

Building the
InFocus Brand
Marketing Leadership Meeting
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www.infocus.com

September 21, 2005

Firstname Lastname
Company Name
1111 Streetname
Cityname, ST 12345-6789

Dear Firstname

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam 
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat 
volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis 
autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et 
accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit 
augue duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea 
commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et 
accumsan et iusto odio dignissim qui blandit praesent luptadoming id quod 
mazim placerat facer possim assum. Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat.  Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut 
aliquip ex ea commodo consequat. Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat.

Warm Regards,

Firstname Lastname
Director of Corporate Marketing

cc Firstname Lastname
enclosure

A Brand Is
• More than a name and logo, it’s the 

collective associations attached to the 
organization – at our best and worst! 

• Not a trendy manipulative tool, it’s a 
deep and relevant distillation of the 
authentic InFocus

• Not built overnight and is potentially 
destroyed in a day

• Constantly challenged – it doesn’t exist 
in a vacuum

InFocus Visual Style

Chart or Graphic Slide Closing or Divider Slide

Title Slide
Work Big Product Brochure Cover

Work Big Product Brochure Interior Spread

Play Big Product Brochure Cover
Text Slide

Business Card Front

Letterhead

Envelope

Business Card Back

And we gon’ break this back down in just a few seconds

Now don’t have me break this thang down for nothin’

Now I wanna see y’all on y’all baddest behavior

Gimme some suga’, I am your neighbor ahh here we go!

H e y  Y a  –  O u t k a s t

Shake it, shake, shake it,
Hey Ya.SHAKE IT like a Polaroid picture

www.infocus.com
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Shake it, shake, shake it, shake it (OHH OH) 

Shake it, shake it, shake, shake it, shake it, shake it (OHH OH)

Shake it, shake it like a Polaroid picture, shake it, shake it

Shh you got to, shake it, shh shake it, shake it, got to shake it

InFocus Brand Positioning Statement:
For discerning presenters and entertainment enthusiasts, InFocus is the big picture solution 
provider that magnifies the emotional energy and impact of immersive audio-visual experiences.

Corporate Marketing Messages: 
(Excellence; Amp It Up; Turbo-Charged; Fashionable; Picture Perfect; Latest, Greatest) 
e.g. Excellence: Brilliant! That’s what we like to hear. With better picture quality and unrivaled 
image size, Infocus projectors deliver the “wow” factor for professional presentations and at 
home entertainment.

Marketing Messages For Pleasure Seekers: (Ease Of Use; Why InFocus) 
e.g. Why InFocus: If you’re thinking about adding to or upgrading your projection system, you’d 
be crazy not to think about InFocus. After all, we started this revolution and we’re the ones best 
prepared to tell you who, what, why and how much. With almost 20 years of R&D behind us, 
and endless possibilities out front we’ve got the technology, service and price points you want 
for your home theater. No one is easier to work with, no projector is easier to use and no way 
are you going to see a bigger, brighter more beautiful picture anywhere. 


